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Abstract 
This article aims to analyse the relationship between the bank choice determinants and the acceptance of the 
MusharakahMutanaqisah home financing among Muslim customers in Terengganu, one of the constitutive state 
of federal Malaysia. This research focuses on the Shariah-adherent behaviour. It refers to what extent do 
Muslim customers in Terengganudemonstrate an ideal behaviourconsidering the fact that they are living in a 
state that practices an Islamic governance system? The data are obtained through questionnaires from 300 
respondents. The Pearson correlation test shows a positive direction between the acceptance of 
MusharakahMutanaqisahhome financing and the bank choice determinants. However, the strength of the 
relationship between these variables was at a moderate level, which shows the acceptance degree of 
MusharakahMutanaqisah home financing among Muslims in Terengganu.  
Keywords: Islamic Consumer Behaviour, Islamic Home Financing, MusharakahMutanaqisah 
Introduction 
In general, theories of choice behaviour have the same objective in the sense that they intensely pursue the 
phenomenon of why humans behave (Abdullah and Ainon, 2008). Behaviour or conduct is formed based on two 
types of factors namely the intrinsic factor (existing due to internal stimulation) and the extrinsic factor (existing 
due to external stimulation) (Brophy, 1998; Ryan and Deci, 1996; Raffini, 1996). The consistency of this theory 
has been theoretically and empirically proven through both the extrinsic and intrinsic factors that are positively 
correlated with the patterns of conduct or human behaviour (Fauziah et al., 2008; Mathieson, 1991; Rhodes and 
Courneya, 2003; Ramayah et al., 2003; Schiffman and Kanuk, 2004). Most of the researchers have concluded 
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that a person’s attitude is directly proportional to his level of wants in order to achieve a set goal. This means 
that the stronger a person’s want or desire, the firmer his attitude is towards a conduct or behaviour.  
Based on this statement, it is interesting to study the bank choice behaviour among Muslimsfrom the 
perspective of Islamic consumption, especially on financial matters. To what extent do the Muslim consumers 
in Terengganu demonstrate an ideal consumption considering the fact that they are living in a state that 
practices an Islamic governance system?What is the level of acceptance among Muslim consumers in 
Terengganu towards Islamic home financing? To answer these questions, this article is divided into five 
sections; (1)the perception and related work, (2)the conceptual framework for acceptance factors related to the 
MusharakahMutanaqisah (MM) home financing, (3)the research methodology, (4) the findingsand discussions, 
and (5) the conclusions. 
Perception and Related Work 
Perception means views (through the sensory organs) or impressions (about something). Perception cannot 
be separated when researching the factors of choice, impression and acceptance because perception is 
significant to the action of choosing (Mc Burney, 1997). Kotler (1999) explains that a person’s desire to behave 
is influenced by his perceptions. Three mechanisms elaborate on the different perceptions every man has 
towards the same situation. Firstly, the preferred exposure which refers to the observation on the stimulus that is 
suitable with one’s needs. Secondly, thepreferred distortionwhich involves one’s inclination to adjust 
information according to his or her personal understanding.Thirdly, the preferred memory storagewhich 
involves the process of forgetting much of the memory and the inclination to remember information that 
supports a person’s attitudes and confidence. 
According to Ahmad Shukri (2012), perception is a process where someone plans and construes his sensory 
faculties as meaningful to the surrounding. Perception is important in learning behaviour because a person’s 
behaviour is based on impressions about facts and not the facts themselves. Vested interest, experience and 
expectations are three important elements involved in the process of perception. Although Abdullah and 
Ainon(2008) have concluded that many factors impel an individual to choose an action, hence, perception is at 
least influenced by two important parallels, namely the intrinsic and extrinsic factors (Ahmad Shukri, 2002; 
Blackwell et al., 2006; Ahmad Azrin, 2010). 
Intrinsic factors are internal factors, which are factors created from within an individual such as attitudes, 
habits and wants. The intrinsic factor involves the attention towards a sensory stimulus besides being influenced 
by internal factors such as biological, physiological including social factors such as gender, religion, education 
level, employment and social status. Factors such as motivation, knowledge and emotions also influence 
perception. Extrinsic factors are external factors that originate from the outside the individual, which includes 
social and physical stimuli. Perception is exceptionally influenced by external factors such as family, culture, 
situational, technology and societal norms (Blackwell et al., 2006). Since intrinsic and extrinsic factors are 
known as the main factors in perception, researchers have applied these two factors in this research. 
Research on perception in the banking system is not something new. It is noted that Turnbull (1983) was 
the first researcher to study client’s perception towards banks in the United Kingdom. In Malaysia, Sudin et al. 
(1994) had started the research on perceptions towards Islamic banking. His research identified the involvement 
of 301 Islamic and non-Islamic respondents in Malaysia regarding their perceptions on Islamic banking. 
Furthermore, majority respondents (99.3%) were aware of the existence of Islamic banking products and 
services. It has also found that 63% of respondents could differentiate between Islamic banking and 
conventional banking. Hamid and Nordin (2001) and Mohd Kamal (2001) have carried out two studies related 
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to client perception towards Islamic Banking System (IBS) in Malaysia. Hamid and Nordin (2001) have 
concluded that only 15% of respondents were sensitive towards Islamic banking. This research was similar to 
that of Mohd Kamal (2001), which discussed the perception and acceptance of the people of Penang towards 
developments in IBS. The research further found that the people of Penang had a positive perception towards 
the development of IBS but had negative perceptions towards products offered by the Islamic Banking 
Institutions (IBIs). Noriza(2009) also concludedthe client’s perception towards Islamic home finance products 
in Hong Leong Bank is still low. Three factors such as sensitivity, understanding and perception had a good 
relationship with one another and mutually influenced client’s decisions in choosing the Islamic home financing 
system in Hong Leong Bank.  
Pertaining to more specific group, JunizaJamari (2011) has carried out a research related to perception on 
UniversitiSainsMalaysia (USM) students. The findings indicated that USM students’ perception towards takaful 
is low. InkeKesumawati (2010) also found that the perception of the Muslim society in Bandung towards 
Shariah credit cards is at a moderate level. It seems that the perception among Muslim consumers in Malaysia 
towards Islamic banking products is still low. Therefore, it is interesting to study whether this general 
perception is also happen in the case ofthe acceptance of MM home financing among Muslims in Terengganu.  
Research Conceptual Framework  
There are many theories, models and approaches related to consumer behaviour that have been introduced 
by many scholars in order to explain thebehaviour, temperament and reaction of individuals when choosing, 
purchasing or using a product or service. This research has adopted a conceptual model of Islamic consumption 
on banking product namely the Bank Choice Determinants According to an Ideal Muslim (BCDIM) which was 
developed by Ahmad Azrin(2010). The choice of this conceptual model originated from the formulation of its 
theory that is anchored on conclusive and concertedly agreed sources such as the al-Quran, al-Hadith, Ijmak and 
Qiyas.   
Based on the previous literatures, it has been found that intrinsic and extrinsic factors are the most 
significant factors in research on consumer behaviour related to the consumption of products and services. 
Based on thissignificance, three variables have been considered for this research. First is the intrinsic factor 
i.eknowledge level of MM, deliberation of halal or haram, quality utilization, maslahat returns, and religious 
obedience. Second is the extrinsic factor, i.e marketing and advertising, product characteristics and 
convenience. This framework which is based on the BCDIMis treated as an analysis tool to explain the 
phenomenon of the bank choice determinants and the acceptance of the MM home financing scheme among 
Muslims in Terengganu. The formulated conceptual framework is summarised in Figure 1. 
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INDEPENDENT VARIABLE        DEPENDENT VARIABLE  
 
 
 
 
 
 
 
 
Figure 1: Conceptual Framework for Factors on the Acceptance of Musharakah Mutanaqisah Home 
Financing  
 
Methodology 
Sample 
Although there are various individual consumer groups in Malaysia, this research is limited to Muslim 
consumers only. Specifically, they possess four characteristics. Firstly, those who have consumed any Islamic 
banking products and services.Secondly, the Muslim consumers and thirdly, those who are citizens of 
Terengganu.Lastly, those wholive in the South of Terengganu, i.eKemaman and Dungun. 
The locality for the research was selected based on three reasons. Firstly, Kemaman and Dungun make up 
the largest gas and petroleum industrial areas in this country. The exponential growth in the area has made it the 
centre of attraction. According to Sharma et al. (2004), the infrastructural growth with high demands in the 
petroleum industry has led to the drastic increase of worker migration. Katiman (2005) in his study of economy 
and township in the Kemaman-Dungun Corridor has asserted that two districts occupied by the Malays had 
started to experience exponential transformation after the discovery of off-shore petroleum and gas in 1976. The 
growth in economy and population has fuelled the high demand for basic needs such as housing. This has 
spurred the initiative by consumers to obtain funding from financial institutions for home purchases. Secondly, 
Kemaman and Dungun are the second and the third most densely populated areas after Kuala Terengganu based 
on figures from the Terengganu Statistics Office.  Thus, consumers in these areas make appropriate samples and 
represent the society at large. Thirdly, the influence of Islam can be seen through various slogans of Islamic-
oriented administrations that have been implemented for quite some time in Terengganu, such as 
WawasanSihat, MembangunBersama Islam and also Islam Hadhari Terengganu Bestari (Ahmad Azrin, 2010). 
Therefore, the society is assumed to have a high acceptance rate towards Islamic banking products, based on the 
exposure to Islamic values inculcated in daily life. According to Ahmad Azrin (2010), generally the influence of 
Islam is evident from the numerous Islam-oriented slogans that have been propagated by the ruling body for 
some time now. Based on all three factors above, this study is only confined to the South of Terengganu or 
specifically covering the two districts mentioned earlier. 
Intrinsic Factor 
Knowledge Level of MM 
Deliberation on Halal & Haram 
Quality Utilization 
Maslahat Returns 
Religious Obedience 
 
Extrinsic Factor 
Marketing and Advertising 
Product Characteristics 
Convenience 
 
 
The Acceptance of 
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Muslim consumers in South of Terengganu were chosen as respondents based on the convenience sampling 
method. This method was chosen for two reasons. Firstly, it is due to the difficulty in obtaining the sampling 
framework, which is the population list for sampling, because the institutions had a difficulty in providing the 
list and number of bank clients (Mohammad Saif et al., 2007). This information is considered confidential and 
cannot be revealed to the general public due to the competition among banks (Ahmad Azrin, 2010). Secondly, 
not all consumers of Islamic banking facilities are Muslims, besides taking into consideration the difficulty in 
seeking the cooperation of prospective respondents.To ensure the suitability of the respondents in fulfilling the 
purpose of the research, every prospective consumer that comes to the bank premises at the sampling location 
will be approached. In case the consumer is a citizen of the state of Terengganu and resides in South 
Terengganu, the consumer’s permission is requested as to whether or not he or she wishes to participate as a 
respondent in this research. After obtaining the permission, the respondent is given a questionnaire to fill in. To 
minimize the deficiency of the sampling method, the researcher sets a period for every chosen sampling 
location. 
Based on the sample size, numerous opinions were considered when fixing the number of respondents 
needed. On the subject of sample size, the samples must contain at least 150 respondents (SabithaMarichan, 
2006). Sekaran (2003) states that the sample size of more than 30 and less than 500 would be suitable for 
research. Hence, Cates (1990) encourages a big sample size if it is suitable with the period of the study. While 
considering the opinions above and the limited period, the sample size used for this research is represented by 
300 respondents. Since only Maybank Islamic Bhd and RHB Islamic Bhd offer MM home financing within the 
vicinity of the research, thus an average of 50 respondents were chosen at each branch. The overall picture of 
the sampling location and the total number of respondents are seen clearly according to the location of the 
IBIbranches as shown in Table 1. 
 
Table 1: Total Respondents at Each IBI Branch that offers MM Home Financing 
 
Zone IBI Branch Total 
Respondents 
South Maybank Islamic Bhd Dungun 
KertihKemaman 
ChukaiKemaman 
50 
50 
50 
RHB Islamic Bhd Dungun 
KertihKemaman 
ChukaiKemaman 
50 
50 
50 
Total 300 
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Research Instrument 
The validity of the instrument is an important element in research, especially when measuring the accuracy 
of the instrument used (Fraenkel and Wallen, 2000). The validity of the instrument is determined by correlating 
the score for each item with the total score and it is based on the total correlation coefficient. The instrument is 
considered valid if it has a positive and significant coefficient. Crowl (1996) and McMilan and Schumacher 
(2006) for example, had set the minimum correlation coefficient value at 0.5 when validating an instrument. 
Meanwhile, an alpha coefficient of more than 0.7 is considered suitable for measuring characteristics of 
personality, attitude and opinion (Fraenkel and Wallen, 2000). After all the themes and items are assembled in 
one conceptual framework, its validity is tested to examine the accuracy according to the purpose of the 
research. Hence, a research instrument is formed, which is known as choice factors for Muslims that contain 38 
items as displayed in Table 2. 
 
Table 2: Correlation Coefficient Values for Each Question Item Researched 
Dimension Element and Item Number Before After 
Knowledge 
level of MM 
1.Level of knowledge between loan and financing 
2.Awereness of Islamic home financing 
3.Knowledge element of home financing product 
4.Basic concept of Islamic home financing 
product 
5.Frequency of using Islamic banking products 
6.  Know about penalty for late payment charge  
7.  MM more practical than other Islamic 
financing  
8.  Knowlegde of MusharakahMutanaqisah 
concept 
0.639 
0.951 
0.971 
0.939 
0.258 
0.337 
0.647 
0.772 
0.639 
0.951 
0.971 
0.939 
0.520 
0.698 
0.647 
0.772 
Deliberation  
of Halal & 
Haram 
9. Encouragement of faith 
10.  Obligation of the Muslim 
11.  Consideration element of riba 
12.  Ethics compliance sale 
13.  Consideration element ofsyubhat 
0.902 
0.896 
0.698 
0.642 
0.933 
0.902 
0.896 
0.733 
0.642 
0.933 
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Table 2 shows the correlation coefficient, before and after, for each question item used in the pilot study. 
The results of the test had found 31 items that had achieved the set significant value, which is a correlation 
Quality 
Utilization 
14.  Concept of goodwill 
15. Blessings element in life 
16.  Element of justice 
17.  Religious orientation 
0.952 
0.872 
0.820 
0.946 
0.952 
0.872 
0.820 
0.946 
Maslahat 
Return 
18.  Benefits for this world and hereafter 
19.  Sharing the benefit and risk 
20.  Element of berkat 
21.  Avoid riba, gharar and masyir 
22.  Improve the economy of Islam 
0.946 
0.947 
0.621 
0.834 
0.884 
0.946 
0.947 
0.621 
0.834 
0.884 
Marketing 
and 
Advertising 
23.  Values in promotion 
24.  Brochure 
25.  Widespread publicity in the media 
26.  Website 
0.772 
0.749 
0.978 
0.990 
0.772 
0.749 
0.978 
0.990 
Product 
Charateristics 
27.  Added value of a product 
28.  Affordable financing rates 
29.  Online facilities 
30.  The guarantee for the confidentiality 
0.979 
0.981 
0.995 
0.995 
0.979 
0.981 
0.995 
0.995 
Convenience  31. Comfort in bank premises 
32.Location 
33. Efficiency 
34.Procedure  
0.985 
0.962 
0.967 
0.961 
0.985 
0.962 
0.967 
0.961 
Religious 
Obedience 
 
35.Emphasize on obligatory prayer 
36.  Practice and appreciation of al-Quran 
37.  Practice ‘sunat prayers’ on a daily basis 
38.Strong faith in the ExistenceandOneness of   
    Allah 
0.941 
0.996 
0.958 
 
0.584 
0.941 
0.996 
0.958 
 
0.584 
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coefficient of more than 0.7. However, there are seven items that had not achieved the set significance, which 
were 0.0639 (item 1), 0.258 (item 5), 0.337 (item 6), 0.647 (item 7), 0.642 (item 12), 0.621 (item 20) and 0.584 
(item 38). After the seven items were discarded, all the remaining instruments had a correlation coefficient of 
more than 0.7. The results are displayed in Table 3. 
 
Table 3: Results of the Cronbach’s Alpha Reliability Test for the Factors Researched 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Table 3 shows that the Cronbach’s Alpha value was the highest for RO (0.990), C (0.987), MR (0.910) and 
KL (0.907). This is followed by MA (0.871), PC (0.794), QU (0.794) and DHH (0.700). Eight dimensions of 
the intrinsic and extrinsic factors had achieved reliability exceeding 0.7. Overall, the reliability index shows that 
all chosen items in this research have suitable reliability. Thus, all items can be used to evaluate the acceptance 
of MM Home Financing scheme among Muslim consumers. 
 
 
 
 
Intrinsic and Extrinsic 
Factors 
Alpha Cronbach 
Before After 
Knowledge Level of MM (KL) 0.907 (4 item) 0.907 (4 item) 
Deliberation of Halal &Haram 
(DHH) 
0.698 (7 item) 0.700 (4 item) 
Quality Utilization (QU) 0.694(6item) 0.794 (4 item) 
Maslahat Returns (MR) 0.910 (4 item) 0.910 (4 item) 
Religious Obedience (RO) 0.690 (4 item) 0.990 (3 item) 
Marketing and Advertising 
(MA) 
0.871 (4 item) 0.871(4 item) 
ProductCharactersitics (PC) 0.694 (5 item) 0.794 (4 item) 
Convenience (C) 0.987 (4 item) 0.987 (4 item) 
Total Choice Factors of 
Muslims 
0.806(38 item) 0.869(31 
item) 
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Findings and Discussions 
Basic Information of Respondents 
Demographic analysis was carried out on 300 Muslim consumers from South Terengganu. Respondent’s 
profiles were divided according to gender, age, marriage status, number of children, level of education, formal 
and informal religious education, sources of income and household income. Convenient sampling was done 
during the field study. South Terengganu in this research refers to the districts of Dungun and Kemaman. Since 
the chosen institutions are limited to Islamic banking institutions that offer MM financing only, hence the 
respondents of this research comprised of the financial consumers of the RHB Islamic Berhad and Maybank 
Islamic Berhad only. The six branch locations involved were Maybank Islamic Dungun branch, Maybank 
Islamic Kertih branch, Maybank Islamic Chukai branch, RHB Islamic Dungun branch, RHB Islamic Kertih 
branch and RHB Islamic Chukai branch. Further information about the respondents is displayed in Table 4. 
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Table 4: Demographic Profile of Respondent (n=300) 
 
 
Respondent’s Profile Number Percentage 
(%) 
Gender 
  Male 
  Female 
Total 
 
Age 
24-29 years 
30-35 years 
  36-41 years 
  42-49 years 
  50-59 years 
Total 
 
Marriage Status  
  Single 
  Married 
  Divorced 
Total 
 
Number of children 
  None 
  1-3 
  4-6 
>7 
Total 
 
Educational Level 
MCE/SPM/STPM 
Diploma 
Degree 
Master/PHD 
Total 
 
176 
124 
300 
 
 
106 
74 
56 
52 
12 
300 
 
 
  81 
214 
   5 
300 
 
 
102 
  84 
  86 
  28 
300 
 
 
  62 
  96 
117 
 25 
300 
 
 
 
 
 
58.7 
41.3 
100 
 
 
35.3 
24.7 
18.7 
17.3 
4.0 
100 
 
 
27.0 
71.3 
1.7 
100 
 
 
34.0 
28.0 
28.7 
 9.3 
100 
 
 
20.7 
32.0 
39.0 
 8.3 
100 
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Religious Education (Formal) 
Primary and Secondary (Government) 
Primary,Secondary (Government) and    
College/University  
Primary (Government) and Secondary  
(Religious)  
Primary (Government) and Secondary  
(Public Religious) 
Religious Study Centre 
Primary (Government),Secondary  
(Religious) and College/Institution  
Total 
 
Religious Education (Non- Formal) 
Religious sermons and lectures 
Books and magazines 
Television and radio 
Internet 
Books, television and internet, 
Sermons, televisyen and group  
discussions 
 Sermons,books,group  
discussions+Internet+CD/DVD 
Total 
 
Income 
< RM1000 
  RM1000-RM1999 
  RM2000-RM2999 
  RM3000-4999 
>RM 5000 
Total 
 
Household Income 
< RM1000 
  RM1000-RM1999 
  RM2000-RM2999 
  RM3000-4999 
>RM 5000 
Total 
 
139 
 
72 
 
46 
 
14 
4 
 
25 
300 
 
 
  71 
  17 
  31 
  48 
  82 
 
19 
 
  32 
300 
 
 
  27 
  66 
  77 
  80 
  50 
300 
 
 
 19 
  42 
  71 
  69 
  99 
300 
 
46.3 
 
24.0 
 
15.3 
 
4.7 
1.3 
 
8.3 
100 
 
 
23.7 
5.7 
10.3 
16.0 
27.3 
 
6.3 
 
10.7 
100 
 
 
 9.0 
22.0 
25.7 
26.7 
16.7 
100 
 
 
6.3 
14.0 
23.7 
23.0 
33.0 
100 
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Table 4 displays the number of respondents, which are male Muslim consumers (58.7%) were more than 
female respondents (41.3%). This finding supports Fatahiyah (2010) that men are seen as main contributors in 
the financial market in pursuance to the traditional prohibition that limits the involvement of women in the 
financial system. A variety of age groups was formed starting from consumers aged 24 to 59 years. Among all 
the age groups, the youths aged from 24 to 29 years (n=106; 35.5%) dominated this composition. For marital 
status, it was found that the number of married respondents (n=214; 71.3%) was more than the single (n=81; 
27%) and divorced respondents (n=5; 1.7%). Pertaining to the number of children, a majority of the respondents 
who had 4-6 children (n=86; 28.7%) and 1-3 children (n=-84; 28%) were almost even. The spread of 
respondents based on the level of education shows that the highest qualification among the respondents was a 
Bachelor’s degree (n=17; 39%). In terms of income, the majority of the respondents were in the RM3000-
RM3999 category (n=80; 26.7%) and this was also the biggest category. Most of the respondents had obtained 
formal religious education through Government-type primary and secondary schools (n=139; 46.3%). 
Regarding informal religious education, the highest number of respondents (n=82; 27.3%) attained their 
education through books, television and the Internet. This is followed by religious sermons and lectures (n=71; 
23.7%); only the Internet (n=48; 16%); television and radio (n=31; 10.3%); a combination of sermons, books, 
group discussions, the Internet and cassettes/CD/DVD (n=32; 10.7%) was even; whereas sermons, television 
and group discussions (n=19; 6.3%); books and magazines constituted the lowest category (n=17; 5.7%). The 
level of education plays an important role because it is significantly related to the bank choice behaviour 
(Ahmad Azrin, 2010). 
The Relationship between Acceptance of MM Home Financing and the Bank Choice Determinants 
The findings regarding the relationship between the acceptance of the MM home financing productand 
every dimension of the bank choice determinants are shown in Table 5. 
Table 5: Correlation Analysis between Acceptance of MM Home Financing and the Bank Choice 
Determinants 
 
 
 
 
 
 
 
 
 
 
*p<0.05, **p<0.01 
 AHF KL DHH QU MR MA PC SC RO 
AHF 1         
KL 0.285** 1        
DHH 0.492** 0.391** 1       
QU 0.438** 0.221** 0.557** 1      
MR 0.578** 0.267** 0.689** 0.695** 1     
MA -0.158** 0.566** 0.000 -0.051 -0.045 1    
PC 0.493** 0.086 0.593** 0.392** 0.483** -0.180** 1   
C 0.353** 0.017 0.558** 0.353** 0.451** -0.187** 0.698** 1  
RO 0.183** 0.316** 0.275** 0.086** 0.183** -0.357** 0.120** 0.033 1 
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Table 5 shows the strength of the relationship between acceptance of MM home financing scheme with the 
extrinsic and intrinsic factors that influence the acceptance of Terengganu Muslim consumers. The above 
findings are divided into two levels. Firstly, the strength of the relationship between two variables is at a strong 
level for the dimensions of deliberation of halal haram (r=0.492, n=300, p<0.01); maslahat returns (r=0.578, 
n=300, p<0.01); product characteristics (r=0.493, n=300, p<0.01); quality utilization (r=0.438, n=300, p<0.01) 
and convenience(r=0.353, n=300, p<0.01). Secondly, the strength of the relationship between these variables is 
at a weak level for the dimensions of the knowledge level of MM (r=0.285, n=300, p<0.01); religious obedience 
(r=0.183, n=300, p<0.01) and marketing and advertising (r=0.158, n=300, p<0.01). 
At the first level, the strong relationship between MM acceptance and ‘deliberation of halal haram’, 
‘maslahat returns’ and ‘product characteristics’ indicates that the stronger the respondent’s impression towards 
the religious factor, the higher will be the level of priority to use MM home financing in Islamic banking. This 
means that Muslim consumers strongly emphasize factors such as services that do not involve interest 
payments, loans without interest and low monthly repayments for home financing. This finding supports the 
arguments by Delta (2003) and Hanudin (2008). They discover that the satisfaction of consumers who utilized 
Islamic banking facilities was based on the virtues (or blessing) they would obtain in this world and hereafter, 
besides considering factors such as characteristics of the product, quality utilization and convenience. 
In the second level, the poor relationship between MM acceptance and the dimensions such as ‘knowledge 
level of MM, ‘religious obedience’ and ’marketing and advertising’ was due to factors of education on 
consumerism, appreciation of religion and promotions by IBIs. As argued by Norafifahand Sudin (2002), the 
level of ability among Muslims to understand the IBS is still low. In other words, although the respondents 
emphasize ‘deliberation ofhalal haram’, the Muslim consumers are still unsensitive to the IBS products that 
comply with the Shariah principles. This is due to the unability to understand or differenciatethe entire banking 
products and services (ZainuddinAbdRahman, 2008). This situation further shows that there is a weak 
relationship with the dimension of ‘religious obedience’ because of the lack of appreciation towards matters 
pertaining to impiety (iman) and belief. This weak relationship between impiety and religious belief would 
eventually become corporeal in the form of Islamic commercial practices (muamalat) in MM home financing 
acceptance. It is the same with the weak relationship towards the marketing and perception found in this 
research. Hence, the marketing and advertising dimension is seen as having a weak relationship among Muslim 
consumers since this mode of financing is still new and that it needs time to be introduced to consumers. 
Conclusion 
The analysis on the relationship between the bank choice determinants and acceptance of the MM home 
financing product revealed two important things. Firstis the direction and second the strength in the relationship. 
In the first instance, the direction of the relationship between choice determinants and the acceptance of the MM 
home financing scheme is positive and significant between the acceptance of MM with all the intrinsic and 
extrinsic factors that influence the perception of South Terengganu Muslim consumers. It shows that the 
stronger the respondents’ perception towards the intrinsic and extrinsic factors that influence the Muslim 
consumers in the south of Terengganu, the higher the level of priority given to receive the MM home financing. 
This finding simultaneously corroborates the research by Ahmad Azrin (2010) that establishes a positive 
relationship between bank choice behaviour and BCDIM, which contains Islamic values, as something that is 
parallel with it. According to Nor Hayati (2004), this phenomenon is a special feature of the Terengganu society 
that strongly holds on to socio-cultural, traditional and religious aspects. The second thing refers to the strong 
relationship between bank choice determinants and acceptance of the MM home financing, whereby overall, the 
relationship is moderate towards the dimensions of ‘deliberation ofhalal haram’, ‘mashalat returns’, 
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‘convenience’ and ‘product characteristics’. Meanwhile, the dimensions of ‘religious obedience’, ‘knowledge 
level of MM’ and ‘marketing and advertising’ are in a weak position. This phenomenon reveals the reality 
concerning the lack of appreciation towards matters related to impiety (iman) and belief among Muslims in 
Terengganu towards their acceptance of the MM home financing. In other words, although Muslim consumers 
in Terengganu strongly emphasize on factors such as halal haramconsideration, loans without interest and low 
monthly payments for home financing, most of them who perform the transactions are actually motivated by the 
market obligatory rather than religious obligatory. This means that their interpretation of Islamic commercial 
activities only go insofar as following the current trend that Islamic people need to wear the ‘Islamic brand’. 
Looking at this reality, it can be concluded that the strength in the relationship between choice determinants 
and acceptance of home financing is only at a moderate level. This means that although the Muslim customers 
in the South of Terengganu are quite exposed to an Islamic governance system for such a long time, most of 
them tend to deal with the different Islamic principle approach of Islamic home financing or even dealing with 
the conventional banking product. However, there still exists a significant relationship between all the 
dimensions and the acceptance of the MM home financing products. 
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